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Abstract 
 This Project outlines a plan for the strategic launch of a new venture in the local food 
product and artisan market, based on the “100-mile model”. The project will evaluate the new 
business opportunities that such a local focus provides and the competitive dynamics that are 
shaping this rapidly evolving micro-industry.  
This new venture will include an online market as well as storefronts with a view to 
expand or franchise in the future. The online portion of the business will also offer an outlet for 
local service providers to offer their services.  
The business will follow a differentiation strategy by selling high quality products of a 
local nature not easily found elsewhere.  
To determine the best strategy, an industry analysis is conducted on the specialty food 
industry in the United States and grocery industry in Canada. The marketing analysis section of 
this paper investigates the best location for the business.  
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Executive Summary 
The business provides a virtual marketplace and physical storefronts to sell local products 
and services inspired by the 100-mile purchasing concept. The firm is a community minded for-
profit company whose goal is to maximize the business opportunities that this local focus 
provides while providing an outlet for the growth of a regional cottage industry in artisan food 
products.  
This paper will evaluate the feasibility of opening a series of stores while growing an 
online presence.  
The physical stores will create value for the consumer by supporting the local economy, 
supporting sustainable farming, providing a 3rd place and allowing customers to know what is in 
their food. The online store will help people find services more easily and also find information 
about the service providers as well as sell local products.  
This paper will analyze the industry and competitors and show how the business can use 
strategy to fit in a niche and protect itself from other strategic groups. 
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1: Introduction 
This Project provides a comprehensive strategic analysis of the local food product 
and artisan market based on the “100-mile model”, which limits consumption to within a 
100-mile radius. The project will evaluate the new business opportunities that such a local 
focus provides and the competitive dynamics that are shaping this rapidly evolving micro-
industry.  
This analysis will evaluate the feasibility and profit-making potential of a specific 
business idea by evaluating the viability of opening a virtual market place and physical 
storefronts for retailing products made by artisans from food grown in the local region, 
while providing an outlet for the growth of a regional cottage industry in artisan food 
products. The typical type of product will be local cheeses, canned products, soaps, skin 
products, honey, wax products, chocolates, dried wild mushrooms, chutneys, cakes in jars, 
frozen organic meat, yogurts, organic ice creams, local berries, preserves, dips, herbs, teas, 
coffees, pickles, local canned fish and clams, pastas, bread, local big leaf maple syrups and 
various other local artisan products. These products will mostly be non-perishable items, 
with some semi-perishable such as cheese and yogurt. There will be no fresh vegetables or 
fruit. 
This business based on the 100-mile model will be called Localz. There will be an 
on line market selling the artisan products as well as offering local services. A local service 
provider will be able to list their business on the site free of charge and include a short 
biography. The customer will be able to find out more information about the service 
provider than they normally would from the phone book.  The types of services will be lawn 
care, house sitting, dog sitting, handy man, odd jobs, trades people, home nursing, home 
care, baby sitting, tour guides, bed and breakfasts, and other service type local businesses. 
The website will be a community service that once successful will earn rents from 
advertising.  
The products sold on the website will be aimed mainly at gulf island residents in the 
beginning. Once the store is up and running well, the online market will sell products more 
  2 
than locally. The idea is to charge a premium that can be invested in the buyers’ community, 
such as local charities. 
The physical store, which will carry the artisan products, will be located in a busy 
area of downtown Nanaimo. The online store will be targeted to community services. 
The business will be started with a view to expand or franchise in the future. 
Consumer dollars spent will stay local and over the long term a local economy will be 
created. 
The value creation for the producer and the service provider is a steady local outlet 
for their products and employment close to home. The service providers will get better 
exposure and more customers, creating more employment in the region and additional 
income for cottage industry suppliers. 
The value creation to the business will be rents earned by 25%-40% mark up on 
products sold on line and in stores and rents charged for advertising on the site. Goodwill 
will also be gained by contributing to our communities.  
The firm will follow a differentiation strategy by selling high quality products of a 
local nature not easily found elsewhere. To determine the best strategy, an industry analysis 
is conducted on the specialty food industry in North America. Data is sparse for the specialty 
food industry in BC but a good amount exists for Canada and the US. In selecting data for 
this project it was decided that data for cities in the US and elsewhere in Canada are quite 
representative of cities in BC.  The marketing analysis section of this paper investigates the 
best location for the first store in the business. 
The target market for this business concept are customers that have a deep concern 
for the world, the environment and are supportive of businesses that contribute positively to 
environmental sustainability and local development. They believe in healthy living and 
sustainability. They are willing to pay higher taxes and more money for goods if the money 
is helping the environment or creating a solution to a world problem, they want to be part of 
creating a better way of life. 
This strategic analysis will make recommendations and conclusions and show 
whether this is a viable business opportunity. (Halweil, 2002) 
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1.1 The Local Food Movement: 
There are trends towards more local production of food as cited in the Worldwatch 
Institute Paper, Home Grown, The Case for Local Food in a Global Market.  (Halweil, 2002)  
People want to know what is in their food; they worry about food security; they are 
trying to preserve local farmland, supporting local farmers and artisans, supporting 
sustainable farming practices, creating local economies and reducing greenhouse gases. 
Dubbed the "locavore" movement, it has spread across Europe, the United States and is now 
becoming popular in Canada. More people buy from farmers markets and support their local 
artisan chefs than ever before, and even the Mennonites have gone into the business 
(Kimmett, 2010). Health food markets supply local organic produce, and restaurants buy 
local organic food as well. Wal-Mart has stated that it plans to buy nine percent locally 
raised food by 2015 (Floccavento, 2010). 
Local food may not necessarily be organic but local food can be better than organic 
in various ways. Organic does not necessarily mean humane treatment for animals (as in the 
case of dairy products or meat), nor does it mean regionally grown or fresh. Regional 
organizations representing organic growers urge us to choose locally grown food, which is 
not certified organic over organic food, which is often corporately marketed and travels long 
distances. The environmental impact of long distance trucking, energy for refrigeration, 
stops and stay-over’s in warehouses or distribution centres is extremely damaging to the 
environment and to the food itself.  Fresh food, which travels far, arrives as old food, trading 
in nutritional value for organic status. For example, a strawberry travelling across the 
continent potentially provides 5 calories of food energy and takes 435 calories of fossil fuel 
energy to deliver and arrives with most of its nutritional value gone. (Floccavento, 2010)  
The local food movement seeks to address some of the world’s issues by growing 
and buying more food locally. Eating the foods grown in our region, helps to reduce 
greenhouse gases, saves farmland and is better for our health.  
Vancouver Island farmers’ produces less than 5% of the food we on Vancouver 
Island consume. The solution to providing more of our own food for local consumption lies 
with our local farmers. Our farmers need more of a market for their products and despite the 
possibly bleak future due to low prices for farmers; (Halweil, 2002), interest in agriculture 
has picked up over the last few years. People are interested in preserving farmland, even if 
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only for looking at. If there is a market for local food products, an economy will grow 
around the industry and this is an opportunity for the firm. (Squires, 2010). 
1.2 Shall I Enter or Not? 
This purpose of this Project is to evaluate the profitability potential for a new 
business in this market space, comparing EVA to costs of entry and risks. Given the 
evolving and immature nature of the specialty food industry, the focus of this analysis will 
be directed towards understanding the dynamics of this industry and evaluating the prospects 
for a new entrant as part of a new business plan.  
The ownership of the firm will be sole and private. The owner will not be taking any 
partners in the business. The primary goal of the owner is to build a profitable business, 
expand or franchise the business. 
The owner of this new venture lives in Nanaimo, BC and is proposing to start the 
first storefront at that location. There are several reasons for this. Nanaimo is central on 
Vancouver Island and close to the suppliers of many high quality artisan goods. Nanaimo 
has a large population in the surrounding area providing a market for the products to be sold. 
It is also the stopping point for many cruise ships in the summer months. There is a growing 
tourist business in Nanaimo due to the location of two ferry terminals connecting the 
mainland to the city as well as ferries to the Gulf Islands nearby. Vancouver Island is a 
summer destination and Nanaimo hosts many events throughout the year to bring in tourists. 
The location of the first store would be in the downtown area, which is close to the Gabriola 
ferry, convention centre, cruise ship docks and in the revitalized city centre.  
There is also the online portion of the business in which the target market for the local 
products would be the gulf island residents and the Vancouver city residents. The website 
will also cater to service providers and service users and will become a local bulletin board 
for the community. 
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2: Market Definition and Market Attractiveness 
This analysis uses the specialty foods industry in North America as an industry with 
which to compare the rapidly evolving micro-industry of artisan food products. Within the 
specialty foods industry fall health foods, grocery stores, ethnic foods, gourmet food stores, 
natural/organic food stores and bakeries. 
2.1 Analysis of the Specialty Foods Industry 
Within the specialty foods industry there is a micro industry or segment of the local 
artisan food industry, the definition of which is as follows: 
Any locally grown food which has been prepared and preserved in a manner which 
extends its natural shelf life, enhances its flavour and beauty as well as its value and is sold 
for public consumption at farmers markets or other public craft fairs. The local food and 
artisan segment falls into the specialty food category, which also includes food sold in local 
supermarkets and grocery stores as well as in health food stores. Already there are many 
local artisans and chefs who prepare the local food in such a way that its value is enhanced 
and it is this type of product that the firm will retail in the stores and online as they are very 
unique and not found in regular stores. 
Because this micro-industry is new and evolving quickly it is not a straightforward 
case to define the industry. Some competitors will be farmers markets in the summer since 
they will carry some of the same products. Some of the producers themselves have their own 
websites and sell their products online. Some health food stores carry local vitamins and 
they will also be competitors. Since the local food products made by artisans are comparable 
to specialty food items sold in grocery stores and specialty food stores, as well as at farmers 
markets and craft fairs, it follows that the grocery and specialty foods industries are suitable 
competitors or substitutes and define the industry for comparison in this paper.  
A definition of an industry requires a choice of where to draw the line between 
established competitors and substitute products, between existing firms and potential 
entrants, and between existing firms and suppliers and buyers. If these sources of 
competition are recognized and their impact assessed, then where the lines are actually 
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drawn becomes irrelevant to strategy formulation. The definition of an industry is not the 
same as definition of where the firm wants to compete. (Boardman & Vining, 1996)  
Following on Porter, this strategic analysis will discuss the sources of competition 
and their impact.  
2.2 Analysis of the Local Market 
The local market for the first store will be Nanaimo, BC. Nanaimo has had a steady 
increase in population for the last 15 to 20 years. The rate of in-migration has increased and 
contributed to the overall growth rate. See Table 2-1 below.  
There is a decrease in the age group between 25 – 44, and an increase in the ages 
above 44. There has been a contraction in the labour market in Nanaimo due to loss of jobs 
in the natural resource related sectors. The contraction has been in the form of a weak trend 
towards a decline in the share of the experienced labour force working full year, full time in 
the Nanaimo area. Nanaimo’s experienced labour force has gone from 48% in 1991 to 46% 
in 2006. (City of Nanaimo - Economic Development Office, 2010). 
 
Table 2-1:Age of Newcomers to Nanaimo Regional District  
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Real median income and male income did not increase significantly and is below 
provincial levels but female income levels increased significantly more than male income 
and is only slightly below provincial levels. 
The median household income in Nanaimo City has increased by 2.8 percent from 
2001 to 2006 and in the Nanaimo Regional District by 4.5 percent. This is mainly because of 
the increase in the female income level. The median household income for 2006 was 
$53,000.00, meaning one half of the group is above this amount and one half is below it. 
(City of Nanaimo - Economic Development Office, 2010) 
The average income of a full year, full time male employee in the Nanaimo area in 
2006 was $56,994.00 and the average income for a full time female employee in 2006 was 
$32,000.00. (City of Nanaimo - Economic Development Office, 2010) 
These numbers have increased somewhat since 2006 but 2006 was the last census 
data collected.  
Table 2-2: Comparison of Income Sources 2008 
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As can be seen from the table above, Nanaimo has a higher percentage of pension 
income earned at 15.21% compared to BC at 9.18% and Canada at 8.89%. (City of Nanaimo 
- Economic Development Office, 2010) 
The median age in Nanaimo in 2007 was 45.8 and is projected to be 49.3 in 2036. 
(Vannstruth Consulting Group, 2009) 
The incidence of low-income families in Nanaimo decreased from 15.2 percent in 
2001 to 12 percent in 2006. Both the City and the Regional District had a lower percentage 
of low-income families than BC in 2006. 
There are 30,570 people in Nanaimo earning over $50,000 per year. (City of 
Nanaimo - Economic Development Office, 2010). Thirteen percent of households are 
earning over $100,000 annually as shown in the figure below, the information taken from 
the Economic Development Nanaimo Community Profile. (City of Nanaimo - Economic 
Development Office, 2010) 
 
Figure 2-1:Nanaimo Household Income Distribution 2006 
 
Available human capital, as measured by level of education, is increasing in 
Nanaimo faster than provincial levels. This is due in part to in-migration and to the location 
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of the Vancouver Island University in Nanaimo. (City of Nanaimo - Economic Development 
Office, 2010) 
BC Stats has ranked the City of Nanaimo as one of the top ten growth municipalities 
from 2008 to 2009 (non-census years). Nanaimo is the only Vancouver Island community to 
make the list. (Stats BC, 2011) 
The average value of dwelling has increased by 89.5 percent from 2001 to 2006, and 
has increased 22 percent since then. (City of Nanaimo - Economic Development Office, 
2010) 
The value of building permits has increased although the economy did slow down in 
2008 and 2009. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2-2:Value of Building Permits in Nanaimo 
 
In 2009, the total number of residential housing units decreased to 801 from 921 in 
2008. This is a 13% decline in the number of units. (City of Nanaimo - Economic 
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Development Office, 2010) 
There are several projects underway in Nanaimo at this time: expansions on 
shopping malls, an airport expansion, and the Nanaimo Port Authority is expecting to open a 
new $22 million floating cruise ship terminal in March of 2011. The new terminal will 
eliminate the need to tender passengers ashore, and will include a welcoming centre. The 
five-year goal is to welcome between 30 and 40 cruise ships annually to Nanaimo. (City of 
Nanaimo - Economic Development Office, 2010) 
All of the above market information has been prepared in Table 2-3 on the following 
page to prepare sales numbers for the pro forma cash flow statements, which will be 
discussed in the financial plan.  
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Table 2-3: Methodology for Product Types, Sales & Market Calculations 
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The market in Nanaimo is growing. It is growing in the age category most likely to 
demand a wider range of goods from this specialty food industry, the ages between 40 and 
59 years of age and the income level of the female is growing as well. Consumers in this age 
group can afford higher priced goods. (IBISworld.com, 2010) 
There are enough families earning over $50,000.00 annually to be able to shop for 
specialty items in a moderately expensive store. The projected population growth for 
Nanaimo is for 16 percent increase over the next ten years. (City of Nanaimo - Economic 
Development Office, 2010) 
2.2.1 Firm Specific Customer Matrix 
To provide a more thorough understanding of what business the Localz will be 
entering, a Firm Specific Customer Matrix (PCM) has been formed shown in Figure 1 
below. This allows a view of the firm’s products and customers, and the interaction between 
them. (Boardman, Shapiro, & Vining, 2004). A survey was developed and sent out to over 
100 random business and non-business people in the Nanaimo area to understand which 
products and services customers would be interested in and also to find out how much 
money they might spend in the store on a monthly basis.  
The results of this survey were crucial in forming the PCM. 
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Figure 2-3:Firm Specific Customer Matrix including Customers and Products (Percentage 
of Revenue) 
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The business-to-business marketing of gift baskets would be very profitable as well 
as a good way to advertise the various products carried in the store. The marketing of the 
take home meals is another area to focus on to increase in sales and are both examples of 
growth opportunities.  
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2.2.2 Strategic Group Map 
Mapped using Specialization versus Cost for Product and Services 
 
Figure 2-4:Strategic Group Map Depicting Cost versus Specialization Among Competitors 
 
The above strategic map shows that Localz’ products are highly specialized and will 
make up a sizable share of this market. As long as Localz stays in this segment of the market 
where there is not much competition, market share will be gained. The firm will have to 
continue to monitor the market to ensure others do not duplicate its strategy. The products 
Localz carries will be priced from medium to high cost.  This is done as a strategy of pricing 
somewhat lower than the health food and art and craft market. Localz is also more 
specialized than farm markets but cannot really price lower as farm markets fixed costs are 
much lower.  
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Because the online service industry is so well developed and low cost, there is no 
point in the firm trying to compete in that market. It had been originally planned to charge 
service providers a fee to post their businesses on Localz website. Localz online services 
will have to offer free postings on the website to businesses and gain revenue through 
advertising once the site becomes popular 
 
Mapped using Brand versus Quality for Product and Services 
 
Figure 2-5:Strategic Group Map Depicting Brand versus Quality among Competitors 
 
The Quality versus Brand strategic map above shows that the firm needs to develop 
brand and quality to stay in a segment of its own with little competition. Developing a strong 
brand can be expensive because of advertising and marketing costs but the differentiation 
gained is well worth it if done correctly. To stay competitive the firm needs to have high 
quality, highly specialized goods at moderate prices and needs to develop a brand image that 
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will ensure customer loyalty. The fact that the online services are free can be a part of that 
brand image of a company that cares for its community. 
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3: Competitive Landscape 
3.1 Industry Supply Chain 
A review of the industry supply chain can identify opportunities to earn rents or 
where the supply chain may be fragmented and open to competitive entry. (Boardman, 
Shapiro, & Vining, 2004) 
The following industry supply chain diagram shows the average return on equity for 
each industry in the supply chain from farmer to consumer. The agricultural food producers 
gain the least value from the food they produce, actually losing value on the average of -
.2%. (Statstics Canada, 2011)  
The transportation firms gain on the average between 5 – 20% return on equity at 
each transportation stage, first from farm to production facility, from production facility to 
wholesaler, and from wholesaler to retailer, the biggest gainer being rail transport. (Fines, 
2009) 
The wholesalers, warehouses and distributors can earn from an average of 8% to 
12% return on equity. (Yahoo Finance, 2011) 
The grocery chains earn from 7.5% to 20% average return on equity, the best of 
them along with the food possessors being the sectors adding the most value to the product 
as it moves through its supply chain. Whole Foods has earned 10.4% return on equity. (First-
Research, 2011) 
The specialty food stores fall into a different sector and a higher return on equity. In 
the US over a 12 months rolling data period, the average return on equity for an aggregate 
group of 158 stores was 18% and for a group of 40 small companies it was 31.5%. (First-
Research, 2011) 
The opportunities are in the food production and specialty food retail sectors as is shown by 
the high rate of return of these sectors. Since the specialty food sector is fragmented, there is 
no single firm with a large enough share of the market to be able to influencing  the 
industry's direction, there are opportunities to franchise or form joint ventures or buying 
groups.
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Figure 3-1:Supply Chain Diagram 
 
Industry Supply Chain Trends 
Consumers drive changes in the food distribution sector and the rest of the agri-food 
supply chain in Canada. The most important demographic and economic trends are aging of 
the population, increased labour force participation by women, higher levels of education 
increasing ethnic diversity, declining levels of disposable income, increasing nutritional 
awareness and smaller household size. Today’s consumers want more quality, value, 
convenience, and the Canadian food distribution sector must continue to adjust to these 
demands. (Agriculture and Agri-Food Canada, 2009) 
Most food products are sold in traditional food stores including supermarkets, 
grocery stores and specialty stores. A small but growing portion comes from drug stores, 
warehouse clubs, mass merchandisers and gas stations.  
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Sales in traditional supermarket outlets are divided between chains and independent 
stores. In Canada, a chain is defined as four or more stores. All major supermarket chains 
have wholesale and retail operations. Chain owned warehouses supply their own stores as 
well as may supply independents as well.  
Some independents join buyer groups so they can take advantage of economies of 
scale. These affiliated independents account for most of the sales by independent grocers. 
Unaffiliated independents are primarily supplied through a variety of suppliers: cash 
and carry outlets of wholesalers, smaller wholesalers, or distributors. They usually obtain 
25% of their inventory direct from the processor. Brokers act as processors or sales agents 
and move approximately 31% of the processors inventory; this sub sector is quite 
concentrated. On a corporate basis, the top four firms account for 55% of national sales. 
(Agriculture and Agri-Food Canada, 2009) 
Specialty foods are a small but growing part of this business. All of the major 
grocery chains have started carrying more specialty foods in the last five to ten years and 
they will continue to do so as they see the growth in that sector. 
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3.2 Industry Overview 
In 2009 the US total sales of specialty foods were $50 billion. (National Association 
of Specialty Food Trade, 2010) Major companies include Whole Foods Markets and Trader 
Joe’s. The industry is fragmented and the 50 largest companies account for less than 50% of 
sales. (First-Research, 2011) 
The industry includes gourmet food stores, natural/organic food stores, health food 
stores, meat or seafood markets, fruit and vegetable markets, bakeries and candy and nut 
stores. Specialty foods are also sold at supermarkets, drug and mass merchandising stores. 
Mainstream stores, predominantly supermarkets, remain the predominant seller of 
specialty foods, representing almost three-quarters of volume, but the market share of 
mainstream stores has been shrinking since 2008. Its 2009 growth rate of 2% trailed that of 
natural food stores, which recorded a 4.6% increase in sales of specialty foods.  
Cheese and cheese alternatives are the largest specialty food category, at $3.46 
billion in sales for 2009 with condiments following at $2.55 billion. The three specialty food 
categories with the greatest sales penetration are refrigerated sauces, salsas, and dips at 
56.9%, teas at 51.1% and shelf stable pasta at 40.2%.  
Yogurt and kefir is the fastest growing specialty food category with a sales increase 
of 38.6% in 2009. 
56% of specialty food manufacturers report sales growth for 2009 but 10% suffered 
sales decline of greater than 20%. 
Retailers report that 23.4% of the foods they sell are local, produced within 250 
miles of the store. (National Association of Specialty Food Trade, 2010) 
3.2.1 Competitive Landscape 
Consumer spending and tastes drive demand. The profitability of individual 
companies depends on effective merchandising and the ability to generate in-store traffic. 
Large companies offer a wide selection of products and have advantages in purchasing, 
distribution and marketing. Small companies compete effectively by offering specialty 
products, providing superior service, or serving a local market.  
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Competition includes traditional grocery stores, mass merchandisers, and warehouse 
clubs. Specialty food stores also compete with any venue serving food including restaurants.  
Specialty food stores include chains, independent retailers, franchises, and co-ops 
and there are no major players in this industry.  
Merchandise mix helps determine locations. Broad range stores may seek out 
neighbourhood strip malls while specialized stores depend less on locational convenience  
because people will happily travel to them. Because specialty food products tend to appeal 
to affluent consumers, the income and education level for the surrounding area should be 
considered.  
Specialty grocery stores offer similar products to traditional supermarkets but also 
stock unique or hard to find products. Popular specialty food items include coffee/tea, olive 
oil, specialty oil, cheese and chocolate.  
While retailers may buy directly from manufacturers, distributors and farm 
cooperatives are important because the supply and retail segments for many categories in the 
specialty food industry are highly fragmented. Large companies may have multi-year 
contracts with key suppliers and enjoy volume discounts. Small companies may join 
cooperatives to leverage increased purchasing power. 
Most specialty food retailers use computerized information systems to manage Point 
of Sale (POS) transactions and inventory management. POS scanners track individual items 
by Universal Product Code (UPC). Integrated systems linking sales and inventory allow 
companies to identify fast and slow moving items and manage inventory.  
The typical specialty food customer is a young, affluent adult. Specialty food 
consumers cook food from scratch almost three times weekly. (First-Research, 2011)  
Ethnic food stores typically rely on a customer base of immigrants. (First-Research, 
2011) 
Marketing and promotional vehicles include in-store signage, newspaper and print 
advertising, direct mail, and coupons. Grassroots marketing and word of mouth are 
important to generate awareness, as most companies have small marketing budgets. Product 
tastings, cooking classes, and sampling help create excitement and draw traffic. Stores may 
sponsor local events or charities to develop community support. Superior service can be 
especially important because the specialty food customer is typically a food enthusiast.  
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Specialty food stores may have websites offering store and product information, 
price promotions, recipes or nutritional advice. Companies with specialized products can 
reach customers by offering products for sale on the Internet. 
Specialty food stores are typically highly priced compared to traditional grocery 
products. (First-Research, 2011) 
Sales in the specialty food industry are improving, as some industry indicators 
show; in the US, spending on nondurable goods (an indicator of specialty food sales) rose 
1.8% in November 2010 and the consumer price index for food (an indicator of specialty 
food store values) rose 1.5% in December 2010. These are all healthy indicators for sales of 
specialty foods turning around in the US.  
3.2.2 Business Challenges 
Specialty foods face intense competition from grocery stores and mass 
merchandisers. Grocery stores still hold the majority of the specialty food sales. To 
capitalize on growing demand, some large retailers are expanding specialty food selections 
and carrying more organic and gourmet products. 
While food purchases are generally stable regardless of economic conditions, 
consumer spending can affect the sales of specialty foods. Most specialty foods are 
considered luxury items and typically have higher retail prices than traditional grocery 
items. Consumers may switch to less expensive food products or stop buying high-end items 
when money is tight.  
Niche and specialty food item purchases are driven primarily by household 
disposable income and overall sentiment. Gourmet food retailed in this industry is correlated 
with the luxury market and often retailed at higher prices. Households with higher levels of 
income are more likely to be able to afford more expensive products, such as gourmet 
cheeses or premium coffee. Softening income growth has a significant impact on luxury 
food spending.  
Although income is a large determinant, household spending perceptions also 
indicate household spending patterns. Movements in sentiment take into account household 
finance, business conditions, unemployment, inflation, interest rates, and income and 
government economic policy. Consumer sentiment dropped in 2008 and 2009. It is 
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estimated there will be a modest recovery of sentiment in 2010 but it will still fall short of 
regaining the losses of the last two years in the US. (IBISworld.com, 2010) 
Other challenges include organic standards enforcement. Certain segments of the 
specialty food industry, especially natural and organic foods, are highly regulated. The 
organic market is relatively young and increasing in popularity, which means that many 
companies are eager to claim that their products are organically produced. The government’s 
enforcement of its regulations surrounding organically grown foods is key to maintaining the 
consumers’ trust in products. 
There are also liability concerns around product recalls and contamination, which 
could result in lost sales, liability claims and damaged reputations. Some consumers hold 
specialty food stores to higher standards of quality and periodic incidents of food 
contamination have caused heightened awareness regarding food safety from both the public 
and the government.  
Weather can affect the supply of certain crops, which in turn can affect the supply of 
specialty products. This can result in out of stocks, reduced selection and higher prices. 
Perishables require special handling and have short shelf lives. Overbuying and poor 
handling can result in high losses. (First-Research, 2011) 
 
3.2.3 Trends  
Specialty food sales are increasing. (First-Research, 2011), (Industry Canada, 2010) 
Products introduced in gourmet stores, specialty retailers, and health food stores 
have driven growth. (National Association of Specialty Food Trade, 2010) 
Sales of natural products are growing. Rapidly growing categories include produce, 
baked goods, food supplements, and pet products. Increased awareness of the role food plays 
in long-term health has helped grow the sales of organic and natural products. Baby 
boomers, who tend to be affluent and more concerned with nutrition, are helping to drive 
future demand. 
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3.2.4 Industry Opportunities 
Specialty products and unique merchandise helps specialty food retailers 
differentiate from competition and justify premium pricing. A wide selection of ethnic, 
gourmet, local, or organic foods can be difficult to find at traditional food retailers. Locally 
produced food can be fresher and reflect regional preferences. Prepared foods made with 
proprietary recipes, and private label products, give companies a competitive advantage. 
Leveraging the Internet is another opportunity. Internet retailing offers specialty 
food stores ways to reach more customers and sell a broader range of products. Websites 
allow customers from well beyond the local market to buy goods. They allow companies to 
sell items that do not have the sales volume to justify shelf space in a physical store. A good 
website also allows the stores to market effectively, advertising upcoming events or weekly 
sales. 
By creating a distinctive store image, or brand, companies can better communicate 
the type of shopping experience they deliver. Unique decor and displays can create a 
distinctive store image and shape a retailers image. In-store preparation of food, and open 
kitchens convey an image of freshness. 
Employee personalities and attitudes help define customer perception. Publicly 
supporting non-profit causes also affects company image. 
Additional services improve the customer shopping experience and help to create 
loyalty. Delivery provides added convenience and gives companies advantages over most 
grocery stores and mass merchandisers. Creating customized gift baskets allows companies 
to add value to merchandise and promote the store beyond existing customers. 
Companies can develop a strong customer base by teaching consumers about the 
advantages of specialty products over traditional products. Specialty food customers like to 
try new things, and are willing to pay premium prices for the best ingredients. (First-
Research, 2011) 
3.2.5 Profitability 
COMPANY BENCHMARK INFORMATION 
Specialty Food Stores - (NAICS: 4452) 
12 Month Rolling Data Period     Last Update September 2010 
 
Small Company Data    Sales < $1,072,101 
Table Data Format    Median Values 
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US Private Company Data 
Aggregate   Small 
Company 
Company Count in Analysis     158     40 
Income Statement 
Net Sales   100%    
 100% 
Gross Profit    47.1%    
 51.8% 
Operating Income   3.3%    
 6.2% 
Net Profit After Tax   1.3%    
 1.7% 
Balance Sheet 
Cash     6.7%    
 10.2% 
Accounts Receivable   4.1%    
 1.8% 
Inventory    10.4%    
 12.2% 
Total Current Assets   22.6%    
 24.8% 
Total Fixed Assets   32.5%    
 25.2% 
Other Non-Current Assets  44.9%    
 50.0% 
Total Assets   100.0%    
 100.0% 
Accounts Payable   7.3%    
 2.8% 
Total Current Liabilities   38.3%    
 38.2% 
Total Long-Term Liabilities  12.5%    
 1.5% 
Net Worth   49.2%    
 60.2% 
 
Quick Ratio    0.8    
 1.47 
Current Ratio    1.59    
 2.05 
Current Liabilities to Net Worth  59.5%    
 13.5% 
Current Liabilities to Inventory  213.5%    
 183.0% 
Total Liabilities to Net Worth  99.5%    
 15.5% 
Fixed Assets to Net Worth  51%    
 29.5% 
Collection Period   4.6     1.4 
Inventory Turnover   23.6    
 22.3 
Assets to Sales    32.0%    
 34.5% 
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Sales to Working Capital   6.3     5.2 
Accounts Payable to Sales   3.0%    
 1.0% 
Return on Sales    2.0%    
 2.0% 
Return on Assets    3.0%    
 2.0% 
Return on Investment   18.0%    
 31.5% 
Interest Coverage   3.7     3.3 
(First-Research, 2011) 
In 2010 the US total revenue for the industry was $6.4 billion with a profit of $255.8 
million. There was an annual growth over 2005 to 2010 of -1.7% and a projected annual 
growth for 2010 to 2015 of 0.6%. The industry paid $ 2 billion in wages and there were 
44,457 businesses. (IBISworld.com, 2010) 
3.2.6 Growth 
The US specialty foods industry struggled in 2009 but still grew by 2.7% in inflation 
adjusted figures, with much of that growth coming in the fourth quarter. (National 
Association of Specialty Food Trade, 2010) 
US personal consumption expenditures at specialty food stores is forecast to grow at 
an annual compounded rate of three percent between 2010 and 2015. (First-Research, 2011) 
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Figure 3-2:US Industry Forecast Consumer Spending Growth for Specialty Stores 
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Figure 3-3: Canadian Sales and Operating Revenues 1999 - 2008 Specialty Food Stores (Naics 4452) 
 
 
Operating revenues for specialty food stores in Canada reached $5.8 billion in 2008, 
up from $5.3 billion in 2007. This was an increase of 9.0%. Since 1999, operating revenues 
have increased 2.7% per year on average. (Industry Canada, 2010) 
 
3.2.7 Life Cycle 
The specialty food industry in the US is expected to underperform the US economy, 
a key feature of a mature industry. The industry is small and due to the poor performing 
economy in the US, the number of niche food stores is contracting, reflecting the closure of 
unprofitable outlets. It must be pointed out that some of this is due to difficulty in securing 
margin in a down economy. 
Retailers are likely to spend fewer resources expanding the number of stores, at the 
expense of focusing on existing stores. An intense competitive environment and a mature 
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life cycle stage results in operators gaining market share by taking it away from others. This 
industry operates in an overall very competitive food-market, therefore the need to develop 
and improve existing products is important to the growth of the industry.  
 
Figure 3-4:Specialty Food Industry Life Cycle 
 
Specialty Foods as an industry may be small and slowly growing but segments 
within this industry are doing very well. Organic food sales have grown extremely rapidly 
over 2010 relative to other segments; this trend is expected to continue strongly over the 
next five years, with intensifying consumer shifts towards healthier eating. Food shops 
specializing in niche products tend to be most successful in this industry, as they face little 
competition from retail giants. Such shops make up 30% of industry sales in 2010. 
(IBISworld.com, 2010) 
In Canada there has been much more growth, an average of 2.7% per year and more 
in the organic food business. (Industry Canada, 2010) 
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3.2.8 Market Structure 
There are no major players in this industry. There are mostly small private 
operators., the majority of which employ less than five staff members. Most players in the 
US & Canada operate as stand alone establishments, though a few have expanded their 
original stores into multiple locations. These stores remain fairly local and specialized and 
are not significant on a national scale. This industry acts as monopolistic competition, where 
many competing producers sell products that are differentiated from one another by brand 
but are substitutes for each other.  
The major market segments in this industry are consumers 18 to 35 years of age at 
35% and consumers 36 to 50 years of age at 30%. The category most likely to demand a 
wider range of goods from this industry is the 36 to 50 year old age group. Consumers in 
this age group can afford higher priced goods. (IBISworld.com, 2010) 
The segment of the industry that Localz will be entering into will be focused on the 
organic, health, supplements and locally produced specialty foods, which are in the higher 
growth categories of the specialty food industry.  
3.2.9 Cyclicality 
There is some cyclicality to this industry, as food preparation tends to cycle with the 
seasons as well as with the major religious or national holidays. There are many 
opportunities in this cyclicality as it allows for variety in products and menu selection.  
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3.3 Porters Five Forces 
In order to better understand the industry context and assess the nature of the 
competition, Michael Porter’s Five Forces model is used.  
 
Figure 3-5:Porters Five Forces-Specialty Food Industry-The Firm 
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3.3.1 Rivalry 
The rivalry in the specialty food industry arises from perceived opportunity. The 
specialty food industry sales growth was 40% over two years in 2006 and 2007 in North 
America. (Agriculture and Agrifood Canada, 2008).  Consumer demand growing so rivalry 
is not as intense as in a mature market. There is quite a variation in products in most of the 
industries although there are those, which do compete directly such as supermarkets and 
grocery stores and some specialty food stores.  
3.3.1.1 Direct Competition 
Competition in the specialty food industry is moderate and steady. Product range 
and quality are the main basis of competition. Price conscious consumers will still choose to 
shop at locations that provide a good selection therefore store owners need to ensure that 
consumers are aware of the range of merchandise they stock. Since quality affects repeat 
purchases, the highest quality is extremely important. In the case of substitutes or identical 
merchandise, price is important and should be competitive with other retailers. In the firm’s 
market the emphasis will be quality over quantity where price will have little bearing.  
Customer service is a key competitive factor and staff should have a sound 
knowledge of the products and be able to provide timely service. Product placement in the 
store is important as well, consumers need to feel comfortable when entering the store and 
be able to find products easily. The physical location of the store is also a basis of 
competition for store operators. High traffic areas have more exposure but this may not be 
crucial as consumers may travel more for specialty items. 
Localz will be a third place, where one can sit and enjoy a coffee, read up on health 
issues, browse the firm’s website or just relax. The decor will be welcoming, clean and 
modern. Local art will be displayed and music will be heard. An effect will create a loyal 
customer who might stop by for a coffee, pickup something for lunch or take home a 
prepared dinner.  
3.3.1.2  Subsitute Competition 
Specialty food store operators compete with retailers in other industries such as the 
supermarket and grocery store industry who also stock a large variety of specialty foods. 
  34 
These larger players have economies of scale and scope, and are able to purchase lower 
priced goods from wholesalers in bulk and pass these savings on to consumers. The 
restaurant industry is also competing for the consumer dollar and there is increasing 
competition from virtual retailers, such as those in the e-commerce, online auction, and mail 
order industries where products are retailed on their own or as gifts and food hampers.  
If the grocery or supermarket chains became more interested in carrying local food 
and local food products as they have done with other specialty food products, this would 
increase the threat of competition in this industry. 
Localz will be a niche marketer of artisan products that are not available elsewhere 
and will also be a virtual marketplace for those products. 
3.3.2 Barriers to Entry 
The specialty food industry has a low level of industry concentration due to the lack 
of major players in the market. Most firms are small and have no employees beyond owner-
operators, which leads to lack of market dominance. New store retailers could easily enter 
this industry because of this.  
There are low capital investment requirements to enter this industry as well, as the 
costs of a retail store are cheaper than entry into other industries. 
Given the diverse range of products covered by this industry, there is substantial 
product differentiation among players relative to food sold in supermarkets. There may be 
less differentiation however between players who retail similar products such as between 
health foods and gourmet foods. These players experience higher levels of inter-industry 
competition compared to players who have no rival. 
It is fairly easy to enter, but once in, it is important to carefully set up the business to 
protect against other competitive threats. The best way to do this is to quickly gain as many 
loyal consumers who value the product range as possible. This will make it difficult for new 
entrants to gain clientele of their own from the same demographic base. 
The segment that this firm will be entering will be direct competition with the health 
food stores on items such as supplements and vitamins as well as some breads and cheese. 
The majority of the products that the firm will carry will be unique, not available at the 
mainstream stores.  Similar items will be sold at lower prices. Excellent customer service 
and innovative offerings will offset these low entry barriers. 
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3.3.3 Supplier Power 
Suppliers have a moderate to low amount of power, as there are many suppliers 
relative to customers. Each individual supplier’s product is not vital to the business but if a 
supplier was to integrate and supply many products their power would become high.  
3.3.4 Buyer Power 
Buyer power is low in this case because the products supplied are quite unique. The 
products are not easily found elsewhere, therefore it is not easy to change retailers. As 
Localz will offer many hand-made, artisan food products, buyer power will be low given the 
difficulty in accessing the same product elsewhere.  If the buyer wants the specific product, 
Localz will be the most convenient or possibly only place to regularly buy that product. 
However, if products are considered luxuries not necessities, then its not a question of 
switching retailers – the issue becomes buying or not, therefore it is necessary to keep the 
prices affordable to the middle income earner.  
 
3.3.5 Threat of Substitutes 
The threat of substitutes in this industry is moderate to high, given that similar 
products to the custom and craft-based products offered in the store are available through 
other suppliers (e.g., mainstream stores). There are always those who will find the products 
priced too high and will make their own pickles, sauces and jams or simply decide not to 
buy local products.  The value proposition for the store rests on the willingness of certain 
customers to pay higher prices for readily substitutable products that are locally made. 
Online stores are also a threat as the firm will be in the business of seasonal gift 
baskets, which can be bought on line. 
Farmer’s markets and craft fairs are held in the summer months and these venues are 
in direct competition with the firm and are substitutes for the store.  
The store will be carrying mostly organically and locally grown, locally processed 
artisan products. These products are difficult to substitute. 
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3.3.6 Government 
The Canada Food Inspection Agency and Health Canada are the governing bodies 
responsible for the regulation of food safety in Canada. There are many regulations 
concerning registration, food safety, handling, labelling and inspection that must be followed 
when involved in retailing in the food industry. These regulations can be onerous. All 
products must be labelled in both French and English and have the calorie, fat, fibre and 
ingredient list.  
3.3.7 Summary 
It is clear from the preceding analysis that the industry is competitive but not 
intensely so. As long as the firm stays within its niche segment it will be competing 
intensely in only the supplement and vitamin segment as it will be competing on price. 
There are many other choices as to where one may purchase supplements and vitamins and 
other stores may also lower prices. The rest of the industry segments are attractive to enter 
into at this time but there are other clouds on the horizon. 
3.3.8 The Economy 
The economy in Canada has not been as seriously impacted by the financial crisis as 
it has in the US, so growth in the specialty food industry has remained fairly high between 
2007 and 2010. There is continuing concern that high food prices due to certain crop failures 
last summer and the high price of oil will take more spending power from the consumer. 
Canada is starting to feel the higher cost of food now and the price of gasoline has also been 
increasing.  
Restaurants in Vancouver have been closing, which is a sign of a poor economy and 
possibly that things will get worse before they get better. (Slobogean & Berard, 2011) 
It is possible that Canada has still yet to be impacted by a drop in housing prices and 
the increase in cost of living already affecting most of the world. This may be a factor to 
watch very carefully before starting a business, which relies on excess dollars in the 
consumer’s monthly budget.  
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3.3.9 Political, economic, social and technological factors (PEST) 
The factors that determine the intensity of competitive rivalry change over time with 
the structure of the industry. Some of the changes originate within the firm itself or from 
within the industry, while others originate from the outer environment.  
The structure of the industry could very well change in time with government 
regulations in sustainable agriculture. (Agriculture and Agri-Food Canada, 2009) The 
government will bolster the movement toward sustainable farming and local eating, and this 
will only help improve the market in local food products. (Agriculture and Agri-Food 
Canada, 2009). 
The support of moral and ethical practices is discussed in The Omnivore’s Dilemma, 
a book by Michael Pollen. In a recent interview in the Los Angeles Times, Pollan says “If 
you feel that your food dollars are supporting morally or ethically objectionable practices – 
brutal factory farms or environmental pollution – you can withhold your support and vote 
with your fork for a better alternative.” That is precisely what more and more people are 
doing. (Allen, 2007) 
More baby boomers will be reaching retirement age and will have the time and 
money to prepare healthy food. This is an age group that is concerned about their health and 
fairly wealthy so spending extra money on good quality food is considered a reasonable 
expense. 
Obesity and diabetes are trends in society today that will influence food production 
and food buying in the future. Wal-Mart plans to sell healthier food by 2015. (Jalonick, 
2011) This will start a trend and other stores will follow which could cause more rivalry in 
the specialty food industry. 
Another very important issue is the overall global rising cost of food.  In Canada, 
food prices have increased only 2.1% in the last 12 months. (Statistics Canada, 2011) Grain 
products, however, will move up in price substantially in 2011 as they have already in other 
part of the world. If the overall grocery bill is higher for people with a moderate income, it 
could force them to cut back spending on specialty items.  
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4: Assessment of Opportunity 
4.1 Overall Assessment of Current Opportunity 
The current opportunity is very appealing on three fronts: 
1. The market data shows that Nanaimo will be a suitable market for a business 
proposition such as this. The growth projected in the city and the Regional District is 
excellent and the age demographics are quite good as well. The fact that the female income 
is rising bringing about an increase in the household income is also very good.  The 
education level in Nanaimo is higher than Provincial levels due to the in-migration of adults, 
resulting in an affluent more informed consumer. This is also very good for the proposed 
firm.  
2. The specialty food industry is a growing industry, especially the organic segment. 
Small stores such as this proposed business should succeed if they stay within the segment 
of highly specialized products marketed to a niche market. These artisan products are 
difficult to substitute, as they are not easily available elsewhere. Higher prices can be 
charged as long as quality, value and convenience are supplied to the consumer. The fastest 
growing segment of this industry is the sauces, dips, salsas, yogurt, kefir, cheese, teas, and 
pastas. These products should  be  in constant supply.  
3. Healthier eating and buying local are growing more popular.  
The challenges to the business include ensuring a constant regular supply of 
products from suppliers since the specialty food industry is so fragmented, and to ensure that 
there are enough products in the store at all times year round.  
Finally there is the economy. Is now the time to open a store such as this?  The 
current economic climate may be too unfavourable or risky for opening a speciality food 
store with little assurance of profitability. 
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4.2 Summary 
The business plan has some risk involved; the state of the economy, an adequate 
supply of products and a guarantee of profit. The plan is sound based on a proven market, a 
growing industry and trends towards local food. 
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5: Proposed Value Chain 
5.1 Internal Analysis 
The purpose of this internal analysis is to realize what are the firm’s competitive 
advantages and disadvantages. Are there any competencies or resources that lead to 
advantages and how can these be sustained? Are there any synergies to be enjoyed? Also 
internal analysis helps define and set strategy for the firm. 
5.2 Resources 
Financial resources consist of owners’ cash of $200,000 and the ability to borrow 
another $400,000. With this cash, rental or lease space will have to be acquired, leasehold 
improvements made and store equipment purchased. This consists of coolers, freezers, 
cooking equipment, coffee equipment, furniture, shelving, computers, POS terminals, web 
design and office supplies and other supplies. More costs will be incurred for travel to 
source merchandise, for advertising, marketing, legal, Insurance, fees, licensing, and other 
miscellaneous costs such as the hiring of staff.  
Inventory will be financed through a bank loan.  
At this time, the human resources consist of only the owner until sales increase 
enough to warrant more staff.  
Customer service will be the main pillar of the business. All decisions will be 
considered by how well the customer is served, thereby creating customer loyalty quickly 
and steadily. The store will be a “third place” and at this time the competition, health food 
stores or grocery stores, are not set up as a third place. The store will also differentiate itself 
from the competition in the following ways. There will be weekly recipes available with all 
of the supplies available to prepare the meals and once the store is established there will be 
meals ready to take out, requiring minimal preparation at home. Most of the products will 
not be available elsewhere. The online community services will appeal to community-
minded individuals and will help create loyalty. These are all advantages over the 
competition. The competition could see this as a threat and create forms of third place, food 
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preparation or web services but the firm would have the first mover advantage and be able to 
secure loyal customers by creating loyalty programs and excellent customer service 
The store will be located in a medium traffic area with a high amount of summer 
tourist traffic so that the location will also be an important resource. The rejuvenated 
downtown area of Nanaimo has been slowly becoming a trendy area to live and shop. New 
condo developments have been built and a new convention centre was just finished last year. 
The theatre is located downtown, the Old Quarter and the Arts District are also located 
downtown. There are many upscale restaurants and the cruise ships come into the downtown 
harbour as well. It is a great location for a specialty store such as this. This area will only 
grow and get busier as time goes on. 
The businesses in the area consist of two high quality ladies fashion stores, one high 
quality kitchen and furniture store, a smaller high quality kitchen store, two art galleries, two 
nice hotels, a convention centre, several nice restaurants, the Mac Boutique, gift shops, 
banks, and easy parking.  
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5.3 Value Chain  
Representing the value chain of the firm gives the opportunity to show how it will 
differ from its competitors in competitive advantage. 
The value chain displays total value and consists of value activities and margins. 
(Porter, 1998) 
5.3.1 Primary Activities 
5.3.1.1 Inbound Logistics, Materials Handling and Delivery 
The firm will not be adding any value in this primary activity. Some items will be 
shipped or delivered to the store by the supplier and staff will pick up other items. The store 
will be used as a warehouse.  
5.3.1.2 Operations 
 The operations value activities performed by the firm in the store are sales of 
differentiated product, customer relation’s management (CRM), statistics gathering, 
customer service, recipe and meal preparation, third place, coffee, tea and light snack 
service. The value activities on line are creating loyalty by offering free community service 
ad placement; advertising by other businesses, growing business of on line sales, CRM, and 
statistics gathering. Some products will be made in the store such as organic ice cream and 
gelato, and other seasonal products.  
5.3.1.3 Outbound Logistics, Order Processing Shipping 
Products ordered online will be shipped from the store. Special orders, gift baskets 
will be made up in the store and shipped from the store. A business solution will be 
negotiated with a logistics firm for contract shipping price. 
5.3.1.4 Marketing, Sales, Product, Pricing, Promotion and Place 
Marketing and advertising are the most important part of the process of this start-up, 
and because this business is in a small segment, marketing and education are extremely 
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important. Transfer of information to the customer base of this sector and the growth of this 
customer base is the goal of the marketing campaign.  
$20,000 of start-up capital is budgeted for website design and included in that is 
search engine visibility. Also budgeted is $10,000 pre-start up advertising and another 
$3,000 in the first month. The marketing will include a plan for interviews by local press for 
the newspaper, local magazines and local television. Posters will be displayed at various 
locations and brochures will be mailed out by direct mail. Word of mouth is also important 
to generate awareness.  
Product tastings and samplings will be held in the store to create excitement and 
draw traffic. The firm will be a community-minded store so there will be community events 
to raise money for local charities and this will help develop community support.  
The website will use social media as much as possible, with comments on Twitter 
regularly and every day there will be website on what is new in the store and ideas on what 
to do for dinner. There will also be a Facebook page where products can be featured, events 
can be publicized, recipes can be posted and news can be spread. AdSense will be used on 
the website for advertising.  
Consumers want "food solutions." They want better (that is, farm fresh) foods, 
quicker foods that go from the refrigerator to the table in minutes, easier foods to prepare 
and cook, and healthier foods for a longer life. (Morris, 2000) The recipe and food solution 
for the day will go out on Twitter and on Facebook. 
Products will be unique and pricing will typically be moderate to high with an 
average of a mark up of 20% - 25% on products bought from suppliers and a mark up of 
40% - 50% on products made in the store.  
The store will be located as mentioned previously in a good location downtown, 
with excellent growth prospects. 
5.3.1.5 Organization 
Procurement falls into the organizational category, as this is a small business. The 
owner will be looking after the function of purchasing all inputs including products for sales 
as well as office supplies, other consumables and assets. 
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5.3.1.6 Human Resources 
All recruiting, hiring, training, development and compensation of personnel will be 
done by the owner. The owner is skilled in this field and this is definitely a competitive 
advantage for the firm.  
5.3.1.7 Technology 
The website and the inventory system will be managed be a private company with 
an off-site server. The POS system, labelling system and in store computers will be Apple 
Mac hardware with Lightspeed software. This allows flexibility and the owner can 
troubleshoot the system with support from the local Mac Store. The Lightspeed software has 
strong capability for all store functions, including labelling in French and English, bar code, 
inventory control, POS, and CRM..  
 
Figure 5-1Value Chain of the Firm 
 
5.4 Relational Management 
Relationships with the firm’s buyers and suppliers will be more communitarian and 
interdependent than those of the competitors. The firm will purposefully cultivate 
relationships with all of its suppliers to develop trust and loyalty with them. A type of 
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loyalty reward system will be set up to help prevent suppliers from switching to another 
buyer should one enter the market place. The buyers will also have a loyalty program and 
excellent customer service to keep them coming back.  
The firm will be working with its logistic company to build a relationship and lower 
shipping costs.  
Special interest groups such as the Nanaimo Food Share who share a 
complementary position on local food consumption will be approached for mutual support. 
The complementors and competitors in this industry are basically the same. They 
consist of the grocery and supermarket chains and health food stores who sell specialty items 
similar to and those that complement the unique products being sold by the firm.  
The competitive advantage of the firm is the uniqueness of its products, its 
differentiation, the customer service it will offer, the third place, its location, its decor, its 
community orientation and the knowledge of its staff. Part of this advantage is the first 
mover advantage into this business. There are no stores such as this at present in Nanaimo 
and moving in quickly, establishing clientele and loyal suppliers is a competitive advantage. 
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5.5 Sustainability 
5.5.1 Imitation 
The products sold by the firm can only be imitated by making them. Another player 
could enter the market and try to take suppliers away. To prevent this Localz has devised a 
loyalty scheme for its suppliers as well as is developing interdependent relationships with 
each of its suppliers based on trust, respect and loyalty.. 
5.5.2 Slack 
The firm will carry out responsible management, with proper accounting and 
tracking of expenses and costs.  
5.5.3 Hold Up 
Risk of hold up is low as there are many suppliers and each supply a relatively small 
amount of the overall input. There is no one distributer but many suppliers. 
5.5.4 Strategic Assets 
Strategic assets are resources and capabilities that create a competitive advantage 
and are unique, sustainable, can be employed elsewhere in the organization, in other 
markets, are replicable. They permit the firm to leverage its competitive advantage into other 
businesses and they are critical to growth. (Boardman, Shapiro, & Vining, 2004) 
The firm’s strategic assets are knowledgeable staff, ability to find niche markets, 
and ability to devise strategy. 
Because the firm’s focus is on a specialized niche market with a targeted consumer 
base the business will have relatively low direct competition. There is some competition 
from health food stores on vitamin supplements and if food prices increase there will be 
more competition from the grocery stores, but overall, the projected sustainability is good.  
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5.6 Strategy 
The firm is planning a start up in the specialty food Industry as a retailer of artisan 
food products from a local 100-mile radius. 
The current strategy is to spend time and money about six weeks before the store is 
set to open to start marketing online and advertising locally about the store and the online 
store. The primary objective will be to educate the public about the concept of the store, the 
“who, what, when, why and where”. Word-of-mouth is critical to success. One of the word-
of-mouth networks will be through the artist’s communities in the local area. Localz will 
require local products like pottery mugs and cups, hand woven placemats, and art for the 
walls. The window will have an artist-of-the-month display where a high quality artist and 
display and sell their work. Friends and friends-of-friends, Facebook, Twitter the 
newspapers, mail-outs will all be used.  
The suppliers will be approached early.  Most will be visited face to face if possible, 
at the farmers markets and craft fairs or at their studios and homes if need be. There will be a 
place on the website where artisans can sign up to become suppliers. The rules on how to do 
this, in keeping with Health Canada policies, will all be explained as well. Some suppliers 
are already selling online and out of their own stores so it will be a matter of a visit and 
arranging for pickups or deliveries.  
 Product-customer positioning is based on differentiation. Most products are unique 
and cannot be found elsewhere. The supplement segment is based on price, because if the 
supplements are less, it will be a customer draw. The prices of supplements in Nanaimo are 
very high.  
The store will sell artisan food products, take home meals, coffee, tea, gift baskets, 
and the online store will also sell the same products but will also offer services to the local 
community. Services such as lawn care, house sitting, baby-sitting, and tours. The website 
will be an “e-store” and a community bulletin board.  
The firm will add value by giving excellent customer service, providing unique and 
hard to find products that are locally grown and processed. The firm will also add value by 
supporting the local economy and the community. The rents earned by the firm will come 
from product mark ups and from some product creation. 
The health food segment of the specialty food market is the highest growth segment 
(IBISworld.com, 2010). The firm’s store is not quite the same as a health food store since 
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there will be not produce per se but it is very close. This is the segment to be in for the next 
five years. (Agriculture and Agrifood Canada, 2008) 
The firm plans to lobby the provincial government to allow the store to carry local 
wines. This would enable the store to sell wines from the Cowichan Valley and the Nanaimo 
surrounding area. 
The firm does not plan to take on any partners and if the first store is successful will 
start a second store with a future view to franchising some stores.  
 
5.7 Competitive Stance Strategy 
Localz competes within each product-customer segment by differentiation except 
the vitamin and supplement segment in which it competes on price. If firms were competing 
only on price and were earning short run economic profits, additional firms would enter the 
market. As more firms enter the market, the market supply curve shifts to the right and this 
lowers the equilibrium price from P1 > P2., this shifts the demand curve down which lowers 
profits. Localz will be entering and competing on price in the supplement and vitamin 
segment while the health food stores have been earning healthy profits. This has allowed 
Localz to enter this market. Prices for supplements and vitamins will drop somewhat in 
Nanaimo and profits may be less for the health food stores. Localz will still be earning 
profits as long as it does not enter into a price war with other, new start-up competitors 
imitating the model. The majority of products will be competing on differentiation where the 
demand curve is moving to the right allowing higher prices.  
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Figure 5-2:Supply Demand Curve 
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5.8 Operating Hours 
Operating hours will be six days a week to match other retailers in the area. The 
retail store will be open the hours of 09:30 am to 5:30 pm except Fridays when the store will 
stay open until 9:00 pm from Monday to Saturday.  
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6: Financial Projections 
 
Revenues for the firm will come from sales of products online and from the store; 
ready to go meals; in store coffee, tea and snacks; and online advertising.  
To project revenues, best case, base case and worse case scenarios are used for both 
a single store model and a three-store model. Market data was obtained from the Nanaimo 
Economic Development Office and by survey.  
A survey was created in Survey Monkey and distributed to a number of downtown 
Nanaimo business owners, who would be potential clients as well as to random Nanaimo 
citizens. Approximately 100 copies of this survey were emailed and 33 were returned. The 
survey was designed to find out how many people were interested in shopping in a store 
selling only locally made specialty food products, how much money a customer might spend 
and what type of product they might buy.  A copy of the survey is in Appendix D. 
 
See Appendix A, Table 7-3 for Methodology of Market Calculations 
The pro forma financial statements were completed using first one store and then 
three stores as well as using the three cases.  
6.1 Sales  
6.1.1 Single Store 
The first year growth in sales for a single store are projected to be 53% for best case, 
37% for base case and 29% for worst case. The average monthly sales growth for a single 
store over the five-year period in the best-case scenario is 3.3%, in the base case scenario it 
is 2.4% and the worst-case scenario is 2.3%.  
Single store sales growth is projected as follows in the graph below.  
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Figure 6-1:Single Store Projected Annual Sales Growth 
 
 
Based on the survey results, spending in the stores was extrapolated. The first year 
growth in sales for three stores are projected to be 71% for best case, 37% for base case and 
29% for worst case. The average monthly sales growth for three stores over the five-year 
period in the best-case scenario is 6.4%, in the base case scenario it is 5.2% and the worst-
case scenario is 4%.  
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Figure 6-2: Annual Sales Growth with Three Stores 
 
6.1.2 Customer Volume Projections 
Sales and customer volumes were calculated using information from Economic 
Development Nanaimo and from a survey conducted across a wide variety of Nanaimo 
businesses and residents. Figures 5-5 and 5-6 show the projected sales in dollars and Figures 
5-7 and 5-8 shows the volumes in numbers of customers.  
The number of customers in the first year is projected very conservatively to be 814. 
As the store becomes more popular and the marketing and advertising efforts increase, more 
customers will begin to notice the store and shop there. Once customers become loyal, word 
of mouth will help growth and the second year will experience a growth in customers, 
projected to be approximately 2300 for the best-case scenario. This continues to improve for 
both the Three Store and One Store Models. 
The base case and worst-case scenarios fare somewhat worse as can be seen in the 
figures. 
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Figure 6-3:One Store Sales projections for Best, Base and Worst Case Scenarios 
 
 
 
Figure 6-4: Three Store Sales Projections for Best, Base & Worst Case Scenario’s 
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Figure 6-5:Customer Volume Projections (Numbers) All Scenarios One Store Model 
 
 
 
Figure 6-6:Customer Volume Projections All Scenarios (Numbers) Three Store Model per Store 
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Table 6-1: Sales Projections and Unique Customer Volumes 
 
6.2 Projected Sales and Income Statements for Single Store 
The forecasted income statement indicates that in the case of the “One Store” model 
the firm will realize a loss of 128,951 in the first year, a loss of 16,218 in the second year 
and breakeven in the third year with a net income of 296 for the best case scenario. Net 
income in the fourth year is indicated to be 64,547 and in the fifth year 86,347. 
In the base case scenario, the forecasted income statement indicates a loss of 
137,971.00 in the first year, a loss of 28,228 in the second year, a loss of 21,104 in the third 
year and breakeven in the fourth year with a net income of 13,845 and a projected net 
income of 63,132 in the fifth year. 
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The projected incomes for worst-case scenario are a loss of 139,512 in the first year, 
a loss of 37,310 in the second year, a loss of 33,378 in the third year, a loss of 410 in the 
fourth year and breakeven in the fifth year with a net income of 1,714. 
Tables 7-1, 7-2 and 7-3 in Appendix B give the details of these three scenarios. 
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6.3 Projected Sales and Income Statements for Three Stores 
In the three store model, the first store will start in the first year and a store in the 
second and third year after that.  
The forecasted income statement indicates that in the case of the “Three Stores” 
model the firm will realize a loss of 138,101 in the first year, a loss of 91,141 in the second 
year, a loss of 24,513 in the third year and breakeven in the fourth year with a net income of 
281,086 for the best case scenario. Net income in the fifth year is projected to be 857,326. 
In the base case scenario, the forecasted income statement indicates a loss of 
162,121 in the first year, a loss of 120,497 in the second year, a loss of 63,639 in the third 
year and breakeven in the fourth year with a net income of 182,957. The projected net 
income for the fifth year is 202,627 
The projected incomes for worst-case scenario are a loss of 162,512 in the first year, 
a loss of 135,796 in the second year, a loss of 169,321 in the third year, a loss in the fourth 
year of 71,871 and breakeven in the fifth year with a net income of 90,101. 
Tables 7-4, 7-5 and 7-6 Appendix C give the details of these three scenarios. 
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6.4 Start Up Costs 
Start up costs will consist mainly of inventory purchases, leasehold improvements, 
web site design, advertising, sourcing of products and purchasing of equipment for the store. 
The equipment will consist of a cooler and freezer, computers, POS machines, espresso 
machine, stove and oven and some smaller items amounting to approximately $150,000. 
The costs increase from  the “One Store” model and the “Three Stores” model, as 
more capital is required to start the second and third stores. In reality this capital is not 
needed on start up, it is needed in the second and third years, but it is shown for simplicity 
and clarity.  
Summaries of start up costs are shown in Table 4:7 on following pages. 
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Start Up Cost Three Stores 
 
 
Table 6-2: Start Up Costs for Three Stores 
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6.5 Expenditures 
The numbers used for forecasting expenses are based on interviewing a number of 
retail stores including two health food stores and a specialty food store.  A summary of the 
assumptions are listed below: 
• Wages: The owner will work full time in the store for the first six months until sales 
increase along with cash flow. A part-time sales clerk will be hired to work ten days 
per month at a cost of $1200 per month for the first five months after five months 
the position will be full time. The annual total is $29,800 
• Repairs and maintenance: $6000.00 has been set aside in the first year for repairs 
and maintenance in case modifications are required in the store or to the website. 
More kitchen equipment may need to be installed. Included in this category is 
maintenance of IT systems. IT upgrades are under a separate category, for instance 
an upgrade of $8000 for the IT systems is budgeted for in the third year. 
• Office supplies: Items in this category are anything to do with the administration of 
the business. $4200 has been budgeted for unforeseen requirements. 
• Advertising and promotion: This type of business will only succeed with a healthy 
advertising budget. The annual budget is $38,000 
• Sourcing and travel: For the first few years it will be important to travel to various 
locations to source new products for the store, the budget for the first year for this is 
$42,000. 
• Accounting and legal: Legal fees for the start up and monthly accounting fees will 
result 
In an annual cost of approximately $4600 
• Rent: Rent for commercial property in Nanaimo is quite reasonable. The cost is 
approximately $18 to $20 per square foot plus $5 operating expenses, so is 
estimated be about $3000 per month, or an annual cost of $39,000 
• Utilities (electricity, telephone, internet, garbage, water etc): These costs sum to 
approximately $10,000 per year. 
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• Credit card charges: Credit card charges are a percentage of sales and will increase 
as sales increase. For the first year the projection is for the charges to be 
approximately $2,600, based on a fee of two percent. 
• Insurance: Insurance will be purchased to cover inventory and equipment and will 
cost approximately $2,600 annually.   
• Shipping: Costs for shipping are for customer purchases from the online store and 
for obtaining products from suppliers. This cost will increase as sales increase. The 
cost for the first year will be approximately $7,400 (an average of $28 per 
shipment). 
• Revenue for the online store is expected to increase slowly, starting at five percent 
of total sales for the first year and increasing to 25 percent in the fifth year of the 
single store model.  
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6.6 Breakeven Analysis 
Breakeven analysis is performed for the firm under the following conditions: 
1. One Store Model 
• Best Case – 2012, 2013, 2014 
• Base Case – 2012, 2013, 2014, 2015 
• Worst Case – 2012, 2013, 2014, 2015 
 
2. Three Stores Model 
• Best Case – 2012, 2013, 2014 
• Base Case – 2012, 2013, 2014 
• Worst Case – 2012, 2013, 2014, 2015 
 
The store and website will have a huge variety of products for sale ranging from 
$2.5 lip balm to $60 supplements and $150 gift baskets. After an examination of the various 
products and the expected sales of each, and average product price of $10.5 is expected. This 
price was used as the average unit price in the breakeven calculations. 
Table 4-8 on the following page shows the methodology for the breakeven 
calculations, which were done on each six situations listed above.  
Table 4-9 shows the results of all the breakeven calculations for the years until 
breakeven occurs for both models and all scenarios.  
In the One Store Model, best-case scenario, breakeven occurs in the second year 
with the projected revenue to be 471,925 while the breakeven revenue needs to be 440,237. 
The base case of the One Store Model does not breakeven until early in the fourth 
year. Projected revenue is 640,689 and breakeven revenue needs to be 386,504.  
The worst-case scenario of the One Store Model also has breakeven in the fourth 
year. The projected revenue is 545,291 while the breakeven revenue needs to be 419,532. 
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Table 6-3:Breakeven Analysis Methodology used for Breakeven Calculations 
 
Table 4-9 on the following page shows the breakeven units calculated at $10.5 per 
unit and the breakeven revenue along with the projected revenue and the projected unit sold 
for the years until breakeven occurs. The years following breakeven are all profitable years 
as can be seen by the Income Statements on previous pages and are shaded blue in the table. 
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The breakeven years are shaded a lighter blue as indicated by the legend at the bottom of the 
table. 
 
 
Table 6-4: Breakeven Results for All Scenarios and Years Until Breakeven 
  66 
On the following pages are profitgraphs for the firm showing the total costs, 
revenues, unit volumes and breakeven revenues required to reach profitability for the 
following cases: 
1. One Store, Best Case: 
• 2012 
• 2013 
 
 
Figure 6-7:Profitgraph of Firm, Best Case Scenario, and One Store Model for 2012, Actual 
(Projected) Revenue - $295,464 
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Figure 6-8:Profitgraph of Firm, Best Case Scenario, and One Store Model for 2013, Actual 
(Projected) Revenue - $471,925 
In the Three Store Model, best-case scenario, breakeven occurs in the third year 
with the projected revenue to be 1,248,362 while the breakeven revenue needs to be 
842,668. 
The base case of the Three Store Model, breakeven occurs in the fourth year. 
Projected revenue is 1,115,339 and breakeven revenue needs to be 925,972.  
The worst-case scenario of the Three Store Model does not breakeven until the fifth 
year. The projected revenue is $1,278,038 while the breakeven revenue needs to be 
$1,087,067. 
On the following pages are profitgraphs for the firm showing the total costs, 
revenues, unit volumes and breakeven revenues required to reach profitability for the 
following cases: 
2. Three Store, Best Case: 
• 2012 
• 2013 
• 2014 
0	  
100000	  
200000	  
300000	  
400000	  
500000	  
600000	  
700000	  
Proﬁtgraph	  of	  Firm	  Best	  Case	  Scenario	  One	  
Store	  2013	  
Revenue	  
Total	  Cost	  
Breakeven	  Revenue	  
$440,237.06	  
Breakeven	  Unit	  Volume	  
42,703	  
	  	  	  Loss	  
	  	  	  	  	  	  	  	  	  	  	  	  Proﬁt	  
  68 
 
 
Figure 6-9:Profitgraph for Firm, Best Case Scenario and Three Store Model for 2012, Actual 
(Projected) Revenue - $295,464 
 
Figure 6-10:Profitgraph for Firm, Best Case Scenario and Three Store Model for 2013, Actual 
(Projected) Revenue - $572,745 
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Figure 6-11:Profitgraph for Firm, Best Case Scenario and Three Store Model for 2014, Actual 
(Projected) Revenue - $1,248,362 
To summarize, the One Store Model Best Case Scenario will break even in the 
second year while the Base Case and the Worst Case will only break even in the fourth 
years.  
The Three Store Model Best Case and Base Case both break even in the third year 
while the worst case breaks even in the fifth year.  
It may seem that the single store is the better model since it breaks even sooner but 
that is not necessarily the case.  
The net income of the One Store Best Case in year four and five are 74,547 and 
281,086 while the Three Store Model Best Case Scenario Net Income in year four and five 
are 86,347 and 857,326.  
The Three Store Model is the preferred model.  
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7: Ethics and Corporate Social Responsibility 
 
The goal of Corporate Social Responsibility (CSR) for the firm is to encourage a 
positive impact on the environment, consumers, employees, community, stakeholders and all 
other members of the public sphere. The firm proactively promotes the public interest by 
encouraging community growth and development, and voluntarily eliminating practices that 
harm the public sphere, regardless of legality. The firm also includes the public interest in 
decision-making and honours the triple bottom line of people, planet, and profit. 
The entire business concept is based on ethics and CSR. Encouraging cottage 
industries, creating local economies, helping people in growing and purchasing local food, 
and helping in preserving local farmland are all ways to help preserve the planet and cut 
down of the long distance transportation of food. The firm is also giving the consumer 
knowledge of what is in their food.  
More money stays local which is of value to the community and more jobs in the 
community means healthier families and less commuting for work. Eventually if this 
business is successful, it will support small producers and small farms. 
 Local food is one potential solution to global warming and ever increasing food 
prices.  
Please refer to Figure 6-1 page on the value creation for social responsibility that the 
firm will provide. 
The firm will be a for-profit business with a communitarian perspective. The owner 
would not be satisfied to be in business for only profit. The business must also provide a 
solution to a social problem.  
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Figure 7-1:Value Creation for Social Responsibility Provide by The Firm 
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7.1 Implementation 
The needs of the firm must be prioritized then acted upon. The required funds must 
be obtained, and suppliers located and brought on board. Products must be purchased and 
continually be sourced and purchased on an ongoing basis. A website and IT system must be 
built and retail property must be located, secured and remodelled. Marketing and 
advertising, as already mentioned, must take place well ahead of time and any publicity 
about the endeavour must be solicited. Equipment and operating supplies must be purchased. 
All this can be done while gradually leading up to a grand opening sale and welcoming to 
the community. This process may take several months from start to finish. 
Use of the newspaper, flyers, coupons, Facebook, Twitter, local TV and Radio and 
word of mouth to get the news out about the store will be essential.  
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8: Conclusion 
As was mentioned in Section 4-Assessment of Opportunity, the market data shows 
that Nanaimo would be quite suitable for this business start up. The projected population 
growth in the Nanaimo area is fairly high at 16 percent over the next ten years. The fact that 
female income is rising bringing about an increase in the household income is also very 
good for this business as women are likely to be over-represented in the customer base. In-
migration of adults, including relatively affluent retirees, resulting in an affluent more 
informed consumer is also an excellent trend for the firm’s type of business.  
The specialty food industry is a growing industry, especially the organic segment. 
As long as the firm stays within its segment of highly specialized products and keeps this 
differentiation strategy, it should do well and trends are such that healthier eating and buying 
local are growing more popular.  
There are several challenges to the business: sufficient supply of appropriate 
products; sufficient disposable income for non-necessities  
 Because the local specialty food industry is so immature, it will be difficult to 
ensure a constant regular supply of products from local suppliers and to ensure that there are 
enough products in the store at all times year round. The research conducted to-date by the 
owner to source suppliers has been more difficult than expected. The identification of 
reliable long term suppliers is taking much longer than originally thought. 
The sale of products such as these relies on excess money in a family budget for luxury 
spending, albeit most families who would shop in this store would have a higher than 
median income. Income challenges involve rising cost pressures for consumers. The cost of 
food in the world generally, is on the increase. With the cost of oil being so high, gasoline is 
up substantially and now food is increasing in price, it only puts more strain on each 
family’s budget. Finally, the overall economy is still in recovery. Given the recent natural 
disaster in Japan, and the economic turmoil of the last few years, it is questionable whether  
now is  the appropriate time to open a store such as this?  
 
  74 
Given current economic uncertainties and the risks inherent in this plan and current 
economic instabilities worldwide, the owner intends to delay business start-up for at least 
one year, targeting to start the first store in the spring of 2013. 
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Appendices 
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Appendix A 
 
Figure 8-1: Methodology for Product Types, Sales & Market Calculations 
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Appendix B 
 
Table 8-1:Projected Income Statement, Best Case-One Store 
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Table 8-2:Projected Income Statement, Base Case-One Store 
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Table 8-3:Projected income Statement, Worst Case-One Store 
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Appendix C 
 
Table 8-4:Best Case-Three Stores 
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Table 8-5:Base Case-Three Stores 
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Table 8-6:Worst Case-Three Stores 
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Appendix D 
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Survey 
 
1.This Survey is approved by the Office of Research Ethics of Simon Fraser University. 
Completion of this survey constitutes consent to participation in this study. Complete 
confidentiality cannot be assured for all information transferred electronically. 
 
2.Any questions with respect to this survey should be directed to Dr. Colleen Collins, School 
of Business Administration (dodd@sfu.ca) and Dr. H Weinberg, Director Office of Research 
Ethics, SFU (hal_weinberg@sfu.ca). 
 
3. Note that none of the information will be treated confidentially and you are not required 
to identify yourself. 
 
4. This Server for this survey is SurveyMonkey.com, which is registered in the U.S. and 
subject to the Patriot Act. 
 
Assessment of the Suitability for a Regional Products Retail Store Based on the 100-
mile Idea. 
 
1. Nanaimo has a diminishing age group of 24-45 and a growing age group of over 45. 
The age group between 24 and 45 are the creative’s and the economic engine of a 
community. Part of the reason for this shift is the lack of employment for people in this 
community. This project I am studying is a step in the direction of creating 
employment. 
The use of local products instead of imported products keeps money local. The creation 
of a market for products created locally will encourage more artisans to become 
involved and eventually over the long term more cottage industry will be created. It is 
the type of industry that is small, sustainable, protects farmland and feeds people. I 
think it is a good thing. You can comment if you like. 
 
2. Do you believe that a regional (local, within a 100 or 200 mile radius) market is a 
good thing for your community? 
Yes/No 
 
3. It is my belief that encouraging sales of local products made by artisans will 
encourage cottage industries. Do you agree with this statement? 
Yes/No 
 
4. Would you shop in a store that supplied you with local food, not produce, but other 
locally made food products such as cheeses, pastas, sauces, herbs, and dried food, 
frozen organic meat, all grown and prepared locally? 
Ye/No 
 
5. If you answered yes to the previous question, would you still shop there if it was 
more expensive than the grocery store? (If you answered no to the previous question, 
just answer no to this one too) 
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Yes/No 
 
6. Do you shop for food by price only, or do you shop by quality, meaning do you buy 
organic food at times or specialty food at times. 
Quality Only 
Price Only 
Quality mainly, sometimes price 
Price mainly, sometimes quality 
 
7. Would it concern you if some of the food items were not organic? As long as they 
were grown locally? 
Yes/No 
 
8. A store of this type would need a lot of traffic, I am thinking of downtown Nanaimo, 
because of tourists and Gabriola Island ferry etc. do you agree with this location? 
Yes/No 
 
9. The store would offer the ingredients, partially prepared, for a healthy family meal 
to take home, minimal home prep time. Would you use this service? 
Sometimes 
Yes  
No  
Maybe 
 
10. The same ingredients above plus recipe would also be available to take home as a 
package, as a chosen "tried" weekly recipe. Would you use this service? 
Sometimes 
Yes 
No 
Maybe 
 
11. The store will be filled with specialty items. Would you buy them as gifts for 
others? 
Yes/No 
12. Would you buy gift baskets at seasonal holidays? 
Yes 
No 
Sometimes 
 
13. This business will also include a website which will help suppliers of goods connect 
and be able to sell their goods online and to the store. Now that you have heard a little 
more about it, do you like the idea and do you think you might shop there? 
Yes/No 
 
14. The store will have an espresso machine and a relaxing atmosphere, there will be 
books on health and wellness to browse and I hope to create an ambiance of pleasure 
for customers to visit and shop in. At the same time I hope to stock the store with 
healthy and lovely products for the joy of the customer and to support the artisan. 
Does this idea appeal to you? 
Yes/No 
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15. The store will sell supplements and vitamins from the closest local supplier which is 
Trophic from Penticton. The plan is to sell at a lower price than the current health 
food providers are selling at now by a considerable amount. Probably 30% less. Would 
you buy Trophic supplements and vitamins form the store in this case? 
Yes/No 
 
16. Some of the most successful local businesses are cosmetic products, "Aroma Crystal 
Therapy" and others. Would you buy your cosmetic products at the store? 
Maybe 
Yes  
No 
 
17. Would you buy shampoos, conditioners, soaps and toiletries that were locally 
made? 
Yes 
No  
Maybe 
 
18. How much would you spend? 
The point of this survey is to try to find out what kind of a market there would be for a 
store such as this. I see it filled with all types of local products; Honeys, Jams, cakes in 
jars, candies, breads, Hot Chocolates form Courtenay, Hazelwood Herb Farm 
products, chutneys, dried wild mushrooms, locally roasted coffees and locally prepared 
teas, organic ice cream, local berries, supplements & vitamins etc. I even plan to lobby 
the 
government for local wine. 
So the question I am asking here is, if the average cost of a product was $10.00, how 
much money do you think you might spend per month in the store 
$0 
$0-$10.00 
$11-$30 
$31-$50 
$51-$70 
$71-$90 
$91-$110 
$111-$130 
$131-$150 
$151-$170 
$171-$190 
$191-$210 
More than $210.00 
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